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This thesis contains three different research questions, which are the following: 
1. How the eSports players fans engage in the online community 
2. How the online community drives brand loyalty 
3. The actions players make that have an effect on fans feelings 
Who would have known back in the late ‘50s, when the first video game was invented and 
video gaming phenomenon started, that in the 21st century it would be a major phenomenon, 
where hundreds of millions of players from all around the world are trying to win gaming 
tournaments and to get fame for itself. This phenomenon is called eSports. 
The main reason for this thesis is to get an idea of how eSports players create and could 
create brand loyalty for themselves through social media. This subject has never been 
studied before and since the gaming industry is growing every year, it is worth of analysing 
this phenomenon. 
The behavior of the fans in the online community is divided into different segments. The 
behavior of the streamers seems like having a major role in getting either positive or negative 
feedback from the fans. By owning more positive effects the players more likely to get more 
followers and fans, which in turn increases the player’s brand. 
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1 INTRODUCTION 
1.1 Background 
Who would have known back in the late ‘50s when the first video game was 
invented and video gaming phenomenon started, that in the 21st century it would 
be a major phenomenon, where hundreds of millions of players from all around 
the world are trying to win gaming tournaments and to get fame for itself. This 
phenomenon is called eSports. eSports is an electronic sport, where so-called 
“athletes” (gamers) play console/computer games competitively. Like any 
company in today’s business world is trying to get brand loyalty by using social 
media, eSports players are no exception. For them, it’s very beneficial and 
important to use social media in order to get fame and brand name, which has 
beneficial effects on their income. The most used social media platforms for them 
are different streaming websites, such as Twitch and YouTube, and for self-
promotion Instagram. eSports players get mainly steady monthly money from 
streaming services and sponsors. They can also participate in different gaming 
tournaments and get money from there.  
According to statistics, eSports is getting more and more popular every year. It’s 
the fastest growing sport and it keeps growing every year.1 For example, in the 
US, it is more popular than ice hockey.2 There can be players from all over the 
world despite gender and age groups. Even though, eSports is a relatively new 
phenomenon, it already has reached a strong fan base, which includes a lot of 
money around it. As matter of a fact, it is so popular that even the investors 
realized how much money it is involved and how good business eSports can 
really be. As mentioned, even though it is popular and attracts general interest, 
there are not so many articles, data, or information available yet. That is because 
eSports is a relatively new phenomenon especially in the business market. That 
 
1https://newzoo.com/insights/articles/esports-revenues-will-reach-696-million-in-2017/ 
(accessed in 28 March 2020) 
2https://onlinebusiness.syr.edu/blog/esports-to-compete-with-traditional-sports/ 
(accessed 28 March 2020) 
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is also one of the reasons why I write about eSports from the perspective of the 
business. Also, to get more information about it works and understand more this 
phenomenon. 
1.2 Research Problem 
The research problem for this Bachelor’s Thesis is focused on eSports players 
and how they can create brand loyalty for itself through social media. This is the 
thing that should take consider when writing this thesis. For that reason, concepts 
of brand loyalty, social media, and eSports should be analyzed in order to get all 
the answers needed and especially, how, and why different eSports players 
differentiate from others and get more fame and money than others.  
One of the main problems for this issue is the lack of informational studies or 
articles, which could be used. Since eSports is a quite new phenomenon, there 
are not so many previous studies to use for and support my upcoming results 
1.3 Research Objectives 
This Bachelor Thesis contains three different research objectives that it points to 
reach. The first research objective is to find out how different eSports players 
engage in the online community. The second research objective is to discover 
how the fans feel about the online community. The third and last research 
objective is to find out how the online community drives brand loyalty. For those 
three questions, I have created a survey (Appendix 1) that contains 9 questions 
related to those three research questions. The survey should give statistical data 
in order to continue the thesis process and currently it is the only data available 
that covers through the research questions. 
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1.4 Research Question 
Getting answers for those three research objectives mentioned in the previous 
section, I have listed the following research questions for this bachelor’s thesis: 
1. How the eSports players fans engage in the online community 
2. How the online community drives brand loyalty 
3. The actions players make that have an effect on fans feelings 
2 LITERATURE REVIEW 
2.1 eSports 
This section focuses on eSports, what is the concept of eSports and what it 
includes. Electronic Sports, or better known as, eSports, is a form of sports where 
players play console/computer games competitively. eSports does not have a 
universal scientific definition; and therefore, it is most often stated as 
“professional gaming”. Nevertheless, there are some more specific definitions 
made by researchers, who have a deeper understanding of the subject. For 
example, according to Halmari and Sjöblom (2016), their definition for eSports is; 
“eSports commonly refer to competitive (pro and amateur) video gaming that is 
often coordinated by different leagues, ladders and tournaments, and where 
players customarily belong to teams or other “sporting” organizations which are 
sponsored by various business organizations.” Wagner’s (2006) definition for 
eSports is “ESports is an area of sports activities in which people develop and 
train mental or physical abilities in the use of information and communication 
technologies”. When comparing Wagner’s (2006) definition of Halmari & 
Sjöblom’s (2016), it is clear, that the theme has changed over the ten years. 
Earlier definition for eSports by Wagner, which was made in 2006, defines 
eSports from a mental and physical abilities perspective of view. Whereas, 
Halmari & Sjöblom (2016) define eSports from a business, sponsors, and ranking 
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the perspective of view. The definition has changed, and since there is not a 
universal definition for eSports yet, it is interesting to see what would be the 
definition for eSports in 10 years. (Halmari and Sjöblom 2016:211) 
Even though eSports became a big phenomenon in the world only in recent 
years, its roots were built in the ’50s. Tobias M. Scholz (2019) in his book “eSports 
Is Business” has divided eSports history into three parts. “Early years of eSports”, 
“Pioneering eSports” and “Back to the wild west”. According to Scholz, the 
eSports starting point was in the late ’50s when the game called Tennis for Two 
was created. He states that Tennis for two enabled spectators to join and watch 
the game while players compete against each other. Similar principles are used 
also in eSports as well. Even though Tennis for two enabled all the elements 
game needs in order to be a success and popular, it didn’t get investors’ attraction 
at that time. That was because at that time there wasn’t the same gaming 
community and markets as we do now have and also computers were too 
expensive for average people. Back in the ’90s, Nintendo organized tournaments 
where they promoted their video games. These tournaments were mostly made 
for marketing rather than getting profit. In the ‘90s, when computers price 
decreased their usage increased among society. This enabled the fact that also 
both games and gaming society expanded in the world. At that time, also 
competitive gaming increased its popularity. One reason for that was the 
development of the internet and LAN-parties, which are discussed more in the 
next section. One of the firsts competitive tournaments “Red Annihilation 
Tournament” was held in 1997. At that same time, eSports got interested in 
business markets as well. The money for tournament prize pools got from 
sponsors, which were mostly IT companies, such as, Intel and AMD. Even though 
the tournaments weren’t making any profit for sponsors, tournaments provided a 
great platform for marketing their products  
Like many other industries, eSports suffered a downhill due to the financial crisis 
around 2007-2013. For example, since tournaments were mainly supported by 
sponsor companies, tournament prize pool decreased, and some sponsors 
stopped the collaboration entirely. For example, one of the biggest supporters, 
Nvidia, stopped investing in eSports events, such as ESWC. This led to ESWC 
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bankruptcy in March 2009. The games, such as "StarCraft II" (2010) and “League 
of Legends” (2009) and also the establishment of Twitch (2011) had a major role 
in recovering the eSports industry. Nevertheless, the same struggle with getting 
more audience was unsolved. Streaming services were still unstable, until 2013 
when Justin.tv revealed the gaming section in Twitch. The streams became more 
user-friendly and stable, which led to an increase in the eSports audience. By 
streaming in Twitch and creating new content, players were able to get a steady 
income and focus more on the games and streaming. This phenomenon attracted 
more fans and the industry kept growing. Sponsors, tournaments, higher prize 
pools, fans, and players together evolved eSports as we see it today. (Scholz, 
2019) 
All in all, even though eSports is a quite new phenomenon from the perspective 
of investors and in the business world, its roots go back to the ’50s. Like many 
other industries, it also has had ups and downs. According to Newzoo.com, 
eSports attract more and more audiences every year and it’s estimated, that the 
total audience figure in 2023 is 643 million. Also, Newzoo.com has also made an 
estimation of revenue growth for 2023, which is $1557.7 million. In 2019 the 
revenue was $950.6 million.3 As a result, eSports has definitely taken its own 
position in business world. It keeps getting more fans and attract more investors 
in the industry every year.  
2.1.1 Gaming Community 
Regardless of different habits, opinions, interests, etc. there have always been 
different communities for every genre that different people can join or belong to. 
In those communities, people who own similar opinions or interests could meet 
up or share information with each other. Many researchers have claimed that 
community is hard to define but easy to describe. According to Hutchison (2008), 
three-fourth of the 94 different community definitions contain the same three 
elements, which are “geographic area”, “social interaction” and “common ties”. 
 
3https://newzoo.com/insights/articles/esports-revenues-will-reach-696-million-in-2017/ 
(accessed 28 March 2020) 
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She also states that: “community is people bound either by geography or by webs 
of communication, sharing common ties, and interacting with one another.” That 
same definition could be used in the gaming community as well. Gamers mostly 
communicate by using internet applications, they share common ties and they 
certainly interact with each other.   
Gaming communities started when the first arcade games were published in the 
late ‘50s, even the games were only for single player. A few decades later, in the 
70s, when the games and gaming consoles and internet connection evolved, the 
gaming community got its new directions as well. These new games with new 
technology gathered friends to play games together around their living room and 
sharing the same content and feelings. This was called “Local Area Network” 
(LAN). LAN means that players are connected to the same network and they can 
play multiplayer games at the same time in the same game. The highest boom 
for LAN gaming was in the ‘90s and early ‘00s. From that, gaming communities 
from LAN-parties to online gaming. Online gaming contains the same principles 
as LAN-parties, but interaction happens online by using different gaming 
applications. These gaming applications changes over time and come more 
popular than others, but in the past gamers have used for example Skype, Team 
Speak, and Discord. In those applications gamers can communicate, share 
content, and interact with others. (https://steelseries.com/blog/return-of-the-lan-
89, accessed 28 March 2020) 
2.1.2 Gaming Online Community 
Online gaming communities started in the early ‘80s when the first gaming online 
forums were published. One of the firsts online forums was “Delphi”, earlier 
known as, Delphi Forums. There anyone could start a new thread or 
conversation, for example, by asking questions, help, opinions, etc. related to any 
possible situation.  
In modern days, forums operate on the same principle, but only on a larger scale. 
Nowadays, due to internet access improvements and expansions different online 
gaming forums are more and everywhere. According to gamedesigning.org, the 
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top five biggest online video games forums are NeoGAF, GameFAQs, IGN, 
GameSpot, and Reddit. On those video games forums players, fans or anyone 
who’s interested in gaming can ask any type of questions related to gaming. 
Questions can be related to a specific game, player, tournament, or whatever. In 
those video gaming forums users build their own online community. 
(https://www.gamedesigning.org/gaming/forums/, accessed 28 March 2020) 
Robert E. Kraut et al (2004), made an interesting survey about online gaming 
communities. That survey studied 1836 players who play Massively Multiplayer 
Online Games (MMOG). Study survey asked players’ playing patterns, 
commitment to their player organization and personality and according to the 
survey results, it is apparent that by playing MMOG games, players make long-
lasting relationships with other players. On the other hand, the same study states 
that since the game mode and online community requires commitment, it could 
do harm to real-life activities and relationships 
(Figure 1, Average hours played per week, Robert E. Kraut, 2004) 
The same study showed that most of the players decided to play because of the 
fun. The 2nd and 3rd highest reasons for playing was “Character growth” and 
“Social contacts”. These two elements Kraut also has described to relate with 
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online gaming communities. Similar results can be seen in the survey (Appendix 
1) where was asked why fans use their preferred online channel and the 2nd 
highest reason was that their friends are using the same channel. Therefore, 
according to these two different surveys which both were related to gaming online 
channels, it can be stated that social friendship plays a major role in gaming 
online communities. 
  
(Figure 2, Main reasons for on-going play in an MMOG, Kraut, 2004) 
When studying gaming online community, it is crucial also to study the content 
the community members make. According to Kraut et al survey, 77% of 
respondents announced “small talk”, “support and advice” being part of their 
communication between other members. The game issues itself, such as guild 
management issues, got fewer votes with 58% and sharing personal experiences 
53%. According to those results can be stated that members of the gaming online 
community want to make friendship with other members but not necessarily 
interested of dealing with other’s personal problems but having fun and to have 
someone to talk with. It’s also interesting to see, that 69% of the respondents 
admitted communicating outside of the game with partner gamers. This states 
the fact that players really make friendships in a gaming online community. (Kraut 
et al, 2004) 
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2.2 Brand 
Even though the brand is not a new concept and it is a highly used word in today’s 
world, it is a complicated phenomenon to define. There are almost as many 
different brand concepts as there are experts who have studied branding as a 
concept. According to Aaker, there are four main factors why brands survive in 
today’s world, such as, a commitment to quality, the generation of awareness, 
the fostering of loyalty, and lastly the most important factor, the development of 
a strong and clear brand identity.  
According to P. Mishra (2012), brands are omnipresent; “they penetrate almost 
every aspect of our life: economic, social, cultural, sporting, even religion.” 
Therefore, it’s extremely challenging to simplify the brand as one concept. P. 
Mishra also states that thematic classifications for a brand have twelve themes, 
such as brand as a logo, brand a legal instrument, brand as a company, brand 
as shorthand, brand as a risk reducer, brand as an Identity system, brand as an 
image in consumer's mind, brand as a value system, brand as a personality, 
brand as relationship, brand as adding value and lastly brand as an evolving 
entity. Therefore, the brand brings high value for its owner and it’s important to 
get a positive brand value. Bad branding will reflect on every thematic 
classification aspect that was mentioned above. (P. Mishra, 2012:122) 
2.2.1 Brand loyalty 
For any company or brand owner, brand loyalty is one of the major goals to 
achieve. It implies that the brand has a positive attraction to its customers, and 
they keep repurchasing their products. Ha, Choong Lyong has a similar definition 
for brand loyalty as well, Ha, Choong Lyong (1998); “Customer loyalty has been 
a major focus of strategic marketing planning (Kotler, 1984) and offers an 
important basis for developing a sustainable competitive advantage – an 
advantage that can be realized through marketing efforts (Dick and Basu, 1994).”  
According to Ha, Choong Lyong (1998), brand loyalty is a very complex multi-
dimensional concept rather than simple uni-dimensional; “However, brand loyalty 
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is not a simple uni-dimensional concept, but a very complex multi-dimensional 
concept.”. Jacoby and Chestnut (1978), describes brand loyalty as the following: 
“the biased, behavioral response, expressed over time, by some decision-making 
unit, with respect to one or more alternative brands out of a set of such brands, 
and is a function of psychological decision-making, evaluative processes.” Thus, 
according to both Ha and Jacoby and Chestnut definitions, it’s sure to say, that 
brand loyalty is the ultimate key for brand success, which brand owners are 
seeking and targeting. They both express brand loyalty is involved in customer 
behavior. (Ha, Choong Lyong 1998:51,52,) 
Aaker (1996) has illustrated brand loyalty with a brand loyalty pyramid (figure 3), 
which contains five stages and for every stage has its own meaning for 
customer’s brand loyalty from no loyalty to loyalty. The bottom stage represents 
no brand loyalty customer, “Switchers/Price Sensitive Indifferent”. On that stage, 
customers are not brand loyal. They buy and consume products which have the 
lowest price, or which gives the best deal. The second-lowest level customers’ 
are either satisfied or at least not dissatisfied with the product. They are called 
“Satisfied/Habitual Buyer”. In other words, they’re consuming certain products 
because they have used to do so. It’s also challenging to change their buying 
habits. The mid-level consumers are “Satisfied Buyer with Switching Costs”-
buyers. On that stage, buyers are satisfied with the product they use and also, 
they think that switching for another product is not a good option because it’s a 
waste of time, money and another product doesn’t function as well as the original. 
The second-highest level, “Likes the Brand – Considers It a Friend”-buyers are 
the ones who really like the product and brand. Aaker states that on this level it’s 
hard to justify why customers like certain products. “However, liking is often a 
general feeling that cannot be closely traced to anything specific; it has a life of 
its own.” In other words, some consumers may like certain products only because 
it brings memories, or it’s always been there. The highest and last stage is 
“Committed Buyer”. On this stage buyers are very committed and proud of using 
the brand. As Aaker states, through the brand consumers express themselves. 
On an example Aaker uses Harley Davidson. They ride with a Harley Davidson 
bike; they may even own a symbol tattoo of Harley Davidson and they will 
recommend the brand to others as well.  
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(Figure 3, The Loyalty Pyramid, David A. Aaker, 1991) 
2.2.2 The Effects of Brand Loyalty 
As mentioned briefly in the previous chapters, brand loyalty has positive effects 
on businesses. However, it’s interesting to know what these effects are and how 
companies can reach them in order to get positive brand loyalty effects. 
According to Aaker’s ((1991) figure 4), the value of brand loyalty, there are 
several potential ways to provide value for brand loyalty of already existing 
consumers, if appropriately managed and exploited. Those values are “reducing 
market costs”, “trade leverage”, “attracting new customers” and “time to respond 
to competitive threats”. Aaker bases his argument “reduced market costs” on the 
fact that already existing customers are simply cheaper to keep than trying to get 
new ones. Also, consumers are mostly only then willing to change brands if they 
have a considerable reason for using another brand. This also gives the 
opportunity and leverage to hold the already existing customers. He also states 
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that customers are too lazy and don’t have the motivation to find new brands to 
use or buy. “Trade leverage” is justified, that often stores know what products are 
popular among the customers and what is not. Aaker justifies this statement for 
that stores know that if they don’t have certain products on their shelf, customers 
may switch stores. The next is “Attracting new customers”. Aaker has justified 
this statement by saying that if a brand has a lot of users, it will have a positive 
effect on getting new customers because it shows that the brand is trustworthy 
and reliable to use. Fourth and the last section is “Time to respond to competitive 
threats”, which is stated that even if a rival company creates a better version of 
the current product to the market, a brand loyal customer will not immediately 
switch company, but gives time for the current company to create an ever-better 
version to match up. A good example of this kind of situation is the company 
Apple. According to brandkeys.com, which shares the statistical information 
about the top 20 brand keys loyalty leaders in 2018, Apple has the first place in 
the smartphone section and third position in the overall rank. 
 
(Figure 4, The value of brand loyalty, David. A. Aaker, 1991) 
2.2.3 Brand loyalty comparison between Ninja and Cristiano Ronaldo 
This section focuses on the similarities and differences of self-branding between 
one of the most famous eSports players, Ninja and one of the most famous 
football players in the world, Cristiano Ronaldo. In other words, how these two 
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popular sports genres differ from each other from a self-branding perspective 
through social media.  
 
Cristiano Ronaldo has become one of the most popular and famous football 
players in the world. He has won multiple awards and achievements during his 
career, such as Player in the World Award in 2008, 2013 and 2014. Also, he has 
the highest scores in history with 338 goals when he played in Real Madrid.4 
According to Forbes magazine, Ronaldo has also ranked the highest-paid athlete 
in 2016 and 2017. During his successful football career, Ronaldo has also 
managed to create successful self-brand, CR7. According to statista.com, 
Cristiano Ronaldo has over 197 million followers on Instagram, which makes him 
the most followed athlete on Instagram. The second followed is Lionel Messi, with 
140 million followers. Ronaldo also holds the most-liked person position on 
Facebook, with 123 million followers. Despite all that, Cristiano Ronaldo has not 
always been this popular. Even though he managed to dominate football courts 
as a player, he didn’t get a good connection with his fans and therefore people 
either loved or hated him. Because of his passion to be the best football player, 
most considered him arrogant and selfish person. Ronaldo has managed to 
change the direction and after many donations and charities later, people have 
started to realize that he’s more than an arrogant football player. He has managed 
to get a better connection with his fans by sharing the personal life content of his 
family and life on social media and with that he has become a great role model 
for many people all over the world. All of those earlier mentioned cases has 
increased Ronaldo’s popularity among the people and made him as popular 
athlete as he now is. He is constantly showing his good gestures by helping 
people in needed and not forgetting his roots. One of the latest good examples 
of helping others is when he decided to help to fight against corona by turning his 
own hotels into hospitals and letting sick people recover there and also paying all 
the costs. 
 
4 https://www.thefamouspeople.com/profiles/cristiano-ronaldo-4103.php (accessed 28 March 
2020) 
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One of the most known eSports players, Richard Tyler Blevins, also known as 
Ninja, is a professional gamer, Youtuber, and streamer. He has become famous 
for being a highly-skilled gamer, winning gaming tournaments, and streaming his 
gameplay for others. Blevins started his professional gaming career in 2009 while 
playing in many popular and high ranked gaming teams, such as, Cloud9 and 
Team Liquid. In 2011, he started streaming his own gameplay by playing mostly 
battle royal game modes. Blevins’ decision of playing and streaming on battle 
royal game modes was a success, not only because that game mode became 
very popular among the players but also it was the turning point of his popularity. 
In late 2017, Blevins managed to increase his Twitch followers from 500.000 to 2 
million within one year. According to twitchmetrics.net, Ninja has the most 
followers in 2020, with over 14 million followers on Twitch. The second highest is 
Tfue, with 7.7 million followers. On Instagram, Blevins has 14.4 million followers 
and when again comparing to Tfue, has almost three times fewer followers, with 
5.6 million. Like Cristiano Ronaldo, Blevins is also a great player in his own field 
and owns a lot of talent. He also has used social media and collaborations with 
others to increase his popularity. For example, he has been an active streamer 
for many years and won many tournaments. In 2018, he played Fortnite with 
several famous celebrities, such as Drake, Travis Scott, and Juju Smith-Schuster. 
Because of those streams, he broke the Twitch record for having the largest 
simultaneous audience on a personal stream. Also, like Ronaldo, Blevins has 
shared personal content in social media and therefore, has gotten a better 
connection with the fans.  
2.3 Social Media 
In today’s world, the use of social media is a norm, where anyone from individuals 
to companies uses for example, to share pictures, thoughts, opinions. promotions 
or even to increase their brand loyalty. It’s a highly used platform, which at its 
best reaches millions of people at the touch of a button. Therefore, no wonder it’s 
powerful for its users. Nevertheless, many don’t even understand the real 
meaning of social media. In this chapter, the focus will be on the concept of social 
media and explaining how different scientists define it.  
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The first social media site was created in 1997, Six Degrees, which allowed users 
to create profiles and make friends. Two years later, in 1999, the first blog posts 
reached its popularity and became trendy. But only in the early 00s, the use of 
social media boomed and established itself among the people. That’s when 
MySpace (2003) and Facebook (2004) was created and became trendy. 
According to Kaplan and Haenlein (2010), social media, as we know it, started 
estimated in the late ’50s when Bruce and Susan Abelson found “Open Diary”, 
which was an early social networking site, where online diary writers were in the 
same place. Additionally, Kaplan and Haenlein compare different web eras 
together and justifies what’s the difference between web 1.0 and web 2.0. Web 
1.0 was a platform where content and applications were created and published 
by individuals. For example, Encyclopedia Britannica Online was based on to 
serve web 1.0 ideology. “content and applications are no longer created and 
published by individuals, but instead are continuously modified by all users in a 
participatory and collaborative fashion. While applications such as personal web 
pages, Encyclopedia Britannica Online, and the idea of content publishing belong 
to the era of Web 1.0, they are replaced by blogs, wikis, and collaborative projects 
in Web 2.0.”. Whereas, Web 2.0 is a platform where anyone can create and 
modify the context. Kaplan and Haenlein also state, that Web 2.0 first appeared 
when Facebook was created in 2004. There the context was totally different and 
was constantly changed by all users together. After that Web, 2.0 platforms have 
been created and they’ve become more and more popular. Therefore, Kaplan 
and Haenlein define social media to be a group of internet-based applications 
where the idea and concept of Web 2.0 have been used and where anyone can 
create and modify the context. (Kaplan and Haenlein, 2010) 
Obar (2015), for its part, states that social media builds on four different aspects, 
such as, applications use Web 2.0 ideology, user-generated content is vital, 
individuals and groups create profiles to social media services and social 
networking is assisted by connecting profiles. Kaplan & Haenlein and Obar’s 
definition both use Web 2.0 for defining social media. Even though, the definitions 
are exactly not the same. Therefore, it can be stated that social media is 
connected to Web 2.0 ideology, where individuals and groups are creating, 
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sharing, and modifying content with each other by using various Web 2.0 
platforms. (Obar, 2015) 
2.3.1 The Effects of Social Media 
From a marketing aspect, social media can be extremely beneficial for 
companies, but it could also be extremely harmful if companies don't understand 
the power of social media. This chapter will be focusing on and analyzing the 
effects of social media. Additionally, how different brands and companies should 
or not behave in social media in order to achieve positive effects for their brand.  
Like Kaplan and Haenlein (2010) also stated in their article, before the internet 
and social media era, companies had more leverage to control the information 
they wanted to go public or not. Especially big companies with good recourses, 
such as money and connections, could've modified customers’ comments and 
sayings about the company. “Historically, companies were able to control the 
information available about them through strategically placed press 
announcements and good public relations managers. Today, however, firms 
have been increasingly relegated to the sidelines as mere observers, having 
neither the knowledge nor the chance–—or, sometimes, even the right–—to alter 
publicly posted comments provided by their customers.” In other words, this 
forces companies to change the way businesses operate and they must be more 
careful about their actions. A good example of bad marketing through social 
media is when the company called “Sunny Co. Clothing” made an Instagram 
promote post, where they promised that everyone who would repost and tag their 
promotion picture within 24 hours, would get a $65 swimsuit for free. This picture 
got viral and they gained over 3000 reposts and tags within a few hours, so the 
company couldn’t keep up with the demand. Clearly, this wasn’t a smart move 
and they received bad media hype for this act. (Kaplan and Haenlein, 2010) 
2.3.2 Social Media Marketing 
As mentioned in the preceding chapters, social media is a great tool for increasing 
brand loyalty and awareness. It’s highly used in the modern world and there are 
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a lot of beneficial impacts of using it for both consumers and businesses. Social 
media marketing, on the other hand, is a tool, which social media enables for its 
users. It differs from traditional marketing in that traditional marketing uses so-
called outbound methods, such as TV, radio, newspapers, etc. for marketing 
where social media marketing uses so-called inbound methods, such as the web 
2.0. does. The advantages of using social media marketing are substantial. For 
example, according to Todor (2016), the use of social media marketing is cost-
efficient for businesses compared to traditional marketing. This is justified with 
free use of websites where the ads are and advertisement traffic moves. Also, 
information is longer available which allows that the online users have better 
opportunities to contact the provider. Social media marketing also provides more 
rich content and better interaction with consumers and the commercials can be 
more personalized. On the other hand, Todor (2016) also says that social media 
marketing has its own disadvantages. Such as internet access errors and trust 
between the customers. Many still don’t trust internet advertisements due to fraud 
and misleading information. Although, according to Weinberg (2009), consumers 
don’t trust traditional marketing strategies media forms as much as they used to, 
therefore that either isn’t as effective as before. 
  
So as mentioned, social media marketing is a very effective way of increasing 
brand awareness and brand loyalty. According to Gordhamer (2009), with brand 
marketing, social media has brought totally new methods and aspects to achieve 
those goals than just traditional marketing methods. Hence, it obliges more 
attention and different strategic approach in order to get a brand image and 
loyalty. ‘’Social media marketing is more different than traditional marketing 
methods. Therefore, it requires special attention and strategy building to achieve 
brand image and loyalty.’’ He also says, that in order to establish connections 
with consumers, social media marketing tools are the best way to do it.   
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One important note is also that companies should find out the target social media 
platform which to use for their consumers. For example, if looking for business-
to-business appointments, Twitch.com isn’t the right social media platform for 
that. It would be better to use LinkedIn, which has created for that kind of situation. 
However, social media marketing offers a lot of new ways to interact with 
consumers. It’s faster, more efficient, and cheaper than just traditional marketing, 
but despite all the good new things social media marketing offers, there also 
should be a focus on traditional marketing as well and find the golden balance 
between traditional and social media marketing.  
2.3.3 Main Social Media Platforms 
For this chapter is collected the main social media platforms, which could be 
beneficial for marketing brands and growing businesses. This is helpful and 
beneficial for anyone who is using social media platforms for brand marketing. 
According to Buffer.com, which is a website where customer can get help to build 
their brand and grow business through social media, have listed the 21 top social 
media websites. The first one is Facebook (2004), with 2.23 billion MAUs 
(Monthly Active Users). According to worldometers.info (Figure 2), it is almost as 
much as combining the Chinese and Indian populations together, which is about 
2.8 billion people (2020). On Facebook, users can share pictures, videos, live 
streams, and almost all kinds of content. Facebook is a great and simple website 
for both marketing your brand name and growing your business. There are even 
own settings for starting a business account with a lot of beneficial tools to use 
with. Also, Facebook has done advertising easy for its users. Facebook is 
constantly updating its own algorithms to keep its users satisfied. The second on 
the list is YouTube (2005) with 1.9 billion MAUs. YouTube is known for its video-
sharing platform. It’s a website, where anyone can create own channel and 
upload content for other users. It’s also user-friendly to use, which ease to find 
the content the user wants. There anyone can either like, comment, or share the 
content and since it’s the second biggest social media site, the videos could go 
viral within a blink of an eye. For example, according to Statista.com, ‘’BTS (ft. 
Hasley) – Boy with Luv’’ video made over 74.6 million of views in 24 hours after 
upload. The following from rank three(3) to five(5) on the list are more chat-based 
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applications, which are designed to keep in touch with friends and family, and 
therefore they aren't considered to be so beneficial for increasing brand 
awareness and growing business. Therefore, they’re not assessed in this section. 
The number six(6) biggest social media site is Instagram, with 1 billion MAUs on 
the other hand is very useful for brand marketing. A lot of different companies 
and influencers are using Instagram for increasing brand awareness and 
marketing. Instagram is an application where users from individuals to companies 
are uploading pictures, videos, and live streams for other users and according to 
99firms.com, which have collected analytical information about Instagram, claims 
that more than 95 million pictures are uploaded to Instagram per every day. Also, 
an interesting fact is, that over 30% of the users will make a mobile purchase on 
Instagram. Hence, it could say that it’s worth of marketing through Instagram.  
Overall, all the three biggest social media platforms mentioned above could be 
useful and beneficial for anyone, who is looking for increasing own brand 
awareness and growth for the business. One downside for using those social 
media platforms is obviously competition. Companies and influencers should 
know how to differentiate themselves from others in order to create interesting 
and new content, which will create hype and shares. Also, it is important to 
remember what kind of content publish and share with users. Some terrible posts 
may cost a lot of followers and negative effects on brand loyalty, which is 
discussed more in the next chapter.  
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(Figure 5, Top 20 largest countries by population (Live), 2020) 
2.3.4 How social media affect brand loyalty? 
This chapter continues from there what briefly mentioned in the previous chapter. 
How social media affect brand loyalty? The data collected for this chapter are 
mainly secondary data, so it’s taken and analyzed from another researcher’s 
surveys and articles. But, there also has been used primary data from the survey 
(Appendix 1), which was created specifically for this thesis.  
Ismet and Mesut’s (2012) research, studied the relationship between social 
media marketing and brand loyalty in Vietnam. They wanted to know if social 
media marketing has a positive affection for the brand loyalty of customers. The 
figure below (Figure 6) shows their research model they’ve used studying this 
topic. 
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(Figure 6, Brand Loyalty of Customer research model, Irem and Mesut, 2012) 
H1 to H5 stands for their hypothesis on the brand loyalty of customers on social 
media. ‘’Hypothesis H1: Brand loyalty of customers is positively affected when 
the brand offers advertising campaigns on social media’’. ‘’Hypothesis H2: Brand 
loyalty of customers is positively affected when the brands offers relevant 
contents on social media.’’ ‘’Hypothesis H3: Brand loyalty of customers is 
positively affected when the brand offers updated contents on social media.’’ 
‘’Hypothesis H4: Brand loyalty of customers is positively affected when the brand 
offers contents that are popular among friends on social media.’’ And lastly, 
‘’Hypothesis H5: Brand loyalty of customers is positively affected when the brand 
appeared on various devices and provides applications on social media.’’ The 
survey received 230 responds and almost all the hypothesis researches made, 
appeared to be correct. For example, according to the results, advertising 
campaigns, updating contents and offering content that is popular among friends 
perform a major influence on brand loyalty. One hypothesis expectation was 
various mobile devices. The study showed that was because people’s income 
wasn't high enough in order to own different various mobile devices. (Ismet and 
Mesut’s, 2012) 
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Similar results have also gained Michel et al (2012) when they measured brand 
loyalty through the trust of consumers. The research showed that brand 
communities created on social media have positive impacts on several different 
aspect areas, like customer – product, customer – brand, customer – company, 
and customer – other customer relationships. These aspect areas have a positive 
effect on brand trust, which leads to positive effects on brand loyalty. They also 
state that brand trust has a completely mediating role in adapting the effects of 
improved relationships in the brand community to brand loyal. In Addition, Michel 
and the others’ (2012) research shows, that marketers can enhance brand trust 
and loyalty by creating and improving brand communities based on social media. 
Such as facilitating feelings of community, usefulness, information sharing, and 
strengthening the social bonds among other members and other elements of the 
brand. (Michel et al, 2012) 
Overall, both Ismet and Mesut (2012) and Michel et al (2012) studies showed, 
that social media can and will have a positive effect on brand loyalty. However, 
the Ismet and Mesut (2012) research focused on the Vietnam markets, so the 
results cannot be generalized too much, but they’re still noteworthy. Both studies 
also showed that businesses and influencers should focus on social media 
marketing to increase brand loyalty among customers. If they play their hand 
right, they might able to increase their brand loyalty. 
2.3.5 Why customers are loyal to brands? 
Nowadays, consumers have almost endless possibilities to choose what brand 
they want to buy and use. It’s also essential for businesses to maintain already 
existing customers and also trying to attract new ones. As mentioned also in the 
previous section, trying to change consumers’ buying habits can be a difficult job 
to accomplish. However, there are some things, which should take notice when 
trying to maintain already an existing customer and when trying to attract new 
ones. According to American shoppers’ attitudes towards customer loyalty-
survey5, which was made in 2018, 90% of American consumers stated being loyal 
 
5 https://www.yotpo.com/blog/customer-loyalty-survey-data/ (accessed 29 March 2020) 
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to certain brand. This study shows that the brand plays a major role in consumer 
consumption. But it’s more interesting to see, what makes a customer loyal to a 
certain brand? 
According to the same survey, they asked consumers what makes them be loyal 
to a brand. The results show that 55.3% of all respondents to the survey claim 
that the product itself plays an important role. The second important factor was 
great deals, with 25.7%. The third important factor was customer service, with 
7.1%. It’s also interesting to notice, that only 1.2% will be a brand loyal to a certain 
brand if the brand is popular. That was also the lowest reason for becoming a 
brand loyal.  
 
(Figure 7, How many purchases does it take to be brand loyal?, Michelle Bitran 
2018) 
In the same survey, they asked, how many purchases does it take to be brand 
loyal? The results revealed, that 37% of all respondents said that it takes more 
than 5 purchases to become loyal to a brand. 33% claimed that it takes only three 
purchases. The lowest votes gained two purchases with 12.35 of all votes. Thus, 
according to the survey we can state, the more consumers purchase the same 
brand’s products, the more brand loyal that creates.  
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(Figure 8, How many purchases does it take to be brand loyal?, Michelle Bitran 
2018) 
From a slightly different perspective, Timothy L. Keiningham et al, (2008) states 
that, most companies do a deficient job in order to get or maintain customer 
loyalty and most of them have lack information about customer data, which they 
should use. They also state that this is one of the reasons why customers aren’t 
loyal to a brand and it also prevents business growth. So, it’s interesting to notice 
that businesses should know how to retain and get new customers, but yet, most 
of them are not doing anything about it.  All in all, it’s clear to assume that branding 
plays a major role in consumers’ buying behavior. Therefore, every brand should 
focus on their branding in order to get more brand loyal customers. (Timothy L. 
Keiningham et al, 2008) 
3 METHODOLOGY 
This section focuses on the methodology applied and which data has been used 
while completing the thesis. To get a better understanding of the topic and 
especially research questions, both primary and secondary data are used. The 
survey (Appendix 1) was built to get the primary data. Moreover, since eSports is 
a quite new phenomenon, there wasn’t enough statistical secondary data 
available to get answers for all the research questions. The secondary data was 
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used to get information about the concepts, such as brand and social media, 
which were already analyzed and researched by other researchers. This paper 
also contains both quantitative and qualitative research methods. Same as 
primary data, quantitative research was made to get a better understanding of 
how eSports players create brand loyalty through online engagement. 
Additionally, to get answers for the thesis’ research questions. Qualitative 
research methods were used to get a better understanding of the certain 
concepts this thesis contains, such as eSports, brand, and social media.  
3.1 Survey 
The first question asks gender. The second question asks age. The age group 
has dived into three different groups, from 13-17, 18-30, and 31 or more. In other 
words, kids/teens, young adults, and adults. The reason for separating answers 
into three different groups was to see the answer differences between all age 
groups. The third question asked, How many hours per week do you use for 
watching eSports?, answers for that were 1-10 hours per week, 11-20 hours per 
week, 21 or more per week and I don’t watch eSports at all. This question wanted 
to find out how many hours per week all the responders spend by watching 
eSports. It also gives a slight direction of how hardcore fans they’re toward 
eSports. The fourth and fifth questions asked Which of these factors matters that 
players make, which will have a positive/negative effect on you not/to follow 
him/her?. Alternative answers to both question sections were talent, personality, 
language, a number of videos per week, talking straight to the audience, opening 
up about personal stuff on the video, and other. The both, fourth and fifth, 
questions were scaled on a very unimportant – very important. The sixth question 
asked if you have a favorite player, how loyal are you to him/her? This question 
wanted to give a direction of how many eSports fans really are loyal to his/her 
favorite player. Answer options for this question were not loyal at all, somewhat 
loyal, very loyal, I don’ have a favorite player, and other. The seventh question 
asked what online channels do you use to support your favorite player? Platforms 
for this question section was collected from escharts.com, which is an analytical 
service website where they collect and analyze data related to eSports. 
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Therefore, according to escharts.com, the most popular streaming platform in 
2019 and alternative answers to the question sections were Twitch, YouTube, 
Mixer, Facebook gaming, gaming forums, live expos, Discord, and Other. The 
eight-question were why do you use your main online channel? This question’s 
idea was to find out why and what are the reasons people have started to use the 
platform they use. Alternative answers were friends are using the same, because 
of certain users, hype, convenient to use, other channel users, and other reason.  
The ninth question was when the player does [action] it makes me feel [feeling]. 
This question was asked simply because people feel different types of actions 
differently than others. Also, this question gives the ground base for my thesis. It 
straightly and simply askes of the different actions players make while streaming. 
Answer alternatives were, personal engagement between the audience during 
the stream, Create conversation during the stream, the language he/she uses 
(for example, speaking for fans as they're part of the team/community), showing 
emotions (positive/negative) and other actions. The scale was very displeased to 
very pleased. The tenth and last question was as a part of the online community, 
which of these factors do you feel to be important in order to increase his/her 
brand?. With this question wanted to find out the importance of different factors 
that are important in an online community. The answer options were, hyping 
about the player, support the player financially, following him/her on social media, 
sharing the player’s social media content, and other factors.  
All in all, all the ten questions asked in a survey were built to give answers to the 
thesis’ research questions.  
3.2 Reason and outcome for this questionnaire 
This questionnaire was made by using the surveymonkey.com website. 
Surveymonkey.com is a website where online surveys can be done and analyze 
for free. This survey received 43 answers between the 19th of February to the 
28th of March 2020. 
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This thesis questionnaire (Appendix 1) was created and utilized to discover 
eSports fans’ opinions toward the thesis research is covering. It contains ten (10) 
questions that are supposed to give an overall answer to how eSports players 
create brand loyalty through online engagement. A better understanding of those 
questions is getting answers through the three research questions which this 
thesis is covering. In other words, it studies how the eSports players fans engage 
in the online community, how the fans feel about online community’’ and lastly 
how the online community drives brand loyalty. The survey questions were in 
English because the platforms where the survey was shared included also non-
Finnish speakers. There were three different platforms where this survey was 
shared, such as, different popular gaming forums, such as Reddit and NeoGAF, 
Facebook gaming groups and internally via email to all the Metropolia University 
of Applied Sciences students at Myyrmäki who either studies international 
business or Finnish business at the moment.  
The next section goes through all the survey question sections one by one. The 
data is analyzed also by using the surveymonkey.com website. It mostly gives 
statistical information by using percent of figures and charts. 
4 FINDINGS 
This section focuses on the results have presented from the survey and it will be 
analyzed in the three different sections. The first section analyzes the fans 
engaging in online communities. The second part focuses on the actions players 
make that have an effect on fans feelings and the third and last focuses on how 
the online community drives brand loyalty. 
4.1 Fans engaging in online communities 
This section is aimed to analyze the first research question, how the eSports 
players fans engage in the online community. In other words, it aims to find out 
how loyal and engaged the eSports fans are toward the online community. 
Therefore, this section is divided into two different sections, weekly consumption 
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for watching eSports and main platforms fans use for supporting favorite eSports 
player, in order to analyze and to get a better and deeper understanding of the 
research question. 
4.1.1 Weekly consumption for watching eSports 
The 3rd question of the survey, how many hours per week do you use for 
watching eSports? wanted to illustrate an idea of how much time per week fans 
are using for watching different eSports content. This content can either be 
streams, vlogs, blogs, social media posts, etc. The results among all the 43 
respondents were that 60,47% spend 1-10 hours per week by watching eSports 
content. The second highest votes received  I don't watch eSports at all, with 
37,21%. 2,78% spends 11-20 hours per week and over 21 hours per week 
received zero votes. The figure of the question is shown below (Figure 9). 
 
(Figure 9, How many hours per week do you use for watching esports, Sami 
Tarkiainen, 2020)  
4.1.2 Main platforms for supporting favorite eSports player 
The seventh survey question, how often do you use the following channels to 
support your favorite player? wanted to find out and demonstrate what are the 
main platforms eSports fans use for supporting their favorite player. The 
alternative answers for this question were collected from the 
esportsobserver.com website, which has listed the most used streaming 
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platforms for gamers. Answer scaling was from never to very often. According to 
the results, from all the answer alternatives Twitch and YouTube were the most 
popular ones. In addition, Twitch, YouTube, and Discord were the only platforms 
that got very often votes. YouTube was the highest, with 23,26% very often votes 
and Twitch was the second with 13,95% and Discord got 2,44%. Surprisingly, the 
rest of the platforms got mostly never votes. The figure of the question is shown 
below (figure 10). 
 
(Figure 10, How often do you use the following channels to support your favorite 
player?, Sami Tarkiainen, 2020) 
4.2 The actions players make that have an effect for fans feelings 
In the survey it was asked, that which of these factors matters that players make, 
which will have a positive/negative effect on you to follow or not follow him/her?, 
also was asked when the player does [action] it makes me feel [feeling]. With 
those questions, the survey wanted to find out what the different factors and 
actions players are that have an effect on fans' feelings.  
The survey questions 4th and 5th which of these factors matters that players 
make, which will have a positive/negative effect on you to follow/not to follow 
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him/her? was built to give an answer to what different actions are effective in 
order to get more fans/followers. The answer options for the 4th and 5th questions 
were created by watching and observing different streamers and collecting the 
most used ones and listed on this survey. The alternative answers were either 
talent, personality, language, number of videos per week, talking straight at the 
audience, opening up about personal stuff on a video and the scaling was from 
very unimportant to very important. When evaluating the factors results, it was 
shown that personality has the most positive effect on the fans. It got 51,16% very 
positive answers. The second crucial factor was talent, with 27,91% very positive 
results. The third highest was the language with 11,63% very positive answers. 
According to results, respondents felt that different factors players make will have 
more positive than negative effects on them to follow the streamer. The figure of 
the question is shown below (figure 11).  
 
(Figure 11, Which of these factors matters that players make, which will have 
a positive effect on you to follow him/her?, Sami Tarkiainen, 2020) 
The 9th survey question asked respondents to think about the situation, when the 
player does [action] it makes me feel [feeling]. The question contained four 
different answer alternatives, such as personal engagement between the 
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audience during the stream, create conversation during the stream, the language 
he/she uses (for example, speaking for fans as they're part of the 
team/community) and showing emotions (positive/negative). The scaling was 
from very displeased to very pleased. This question wanted to find out what 
emotions certain actions cause among the fans. According to the results, almost 
every answer option has a positive effect on fans’ feelings. For example, The 
language he/she uses (for example, speaking for a fan as they're part of the 
team/community) was the only one that got very displeased votes, with 2,33% 
and displeased votes, with 6,98% among all the votes. The most upvoted action 
was, create conversation during the stream, with 16,28% very pleased votes and 
55,81% pleased votes. Both, the language he/she uses (for example, speaking 
for a fan as they're part of the team/community) and showing emotions gained 
13,95% very pleased votes. The distribution between all the votes was more very 
pleased or pleased than displeased or very displeased. Neutral got lots of votes 
as well. The figure for the questions are shown below (figure 12).  
 
(Figure 12, When the player does [action] it makes me feel [feeling], Sami 
Tarkiainen, 2020) 
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4.3 how the online community drives brand loyalty 
The survey contained three different questions which would give an answer for 
this research question and they were the following: “If you have a favorite player, 
how loyal are you to him/her?”, “Why do you use your main online channel?” and 
“As a part of the online community, which of these factors do you feel to be 
important in order to increase his/her brand?”. In other words, with those 
questions, the survey wanted to find out how gaming online communities drive 
brand loyalty from the gaming perspective.  
The 6th survey question asked if you have a favorite player, how loyal are you to 
him/her? This question was asked to get an idea of the fan loyalty of their favorite 
player. Loyalty can be anything between financial support or just by supporting 
him/her on social media. According to the results, the respondents were mostly 
somewhat loyal (Sometimes I support other players too) to their favorite player, 
with 32,56% of all votes. Not loyal at all (I support whomever I feel like) was the 
second-highest with 30,23% of all the votes. 13,95% of all the respondents are, 
very loyal (I only support my favorite player). 20,93% responded that they don’t 
have a favorite player. The figure of the question are shown below (figure 13).
 
(Figure 13, If you have a favorite player, how loyal are you to him/her? Sami 
Tarkiainen, 2020) 
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The survey's 8th question asked why do you use your main online channel? which 
purpose was to find out the reasons for using their main online channels. Answer 
options were, friends are using the same, because of certain players, hype, 
convenient to use, and other channel users. It seems that most respondents have 
chosen their main online channel because it’s convenient to use. It got 48,84% 
of all votes. The second highest reason was that their friends are using the same 
channel, with 25,58% of all votes. It’s interesting to notice that other channel 
users and because certain players got almost the same number of votes. Other 
channel users got 13,95% and because of certain players got 11,64%. Both of 
these factors are very essential in an online community, which are also discussed 
more in this paper. The hype got zero votes. The figure for the question is shown 
below (figure 14). 
 
(Figure 14, Why do you use your main online channel, Sami Tarkiainen, 2020) 
The 10th and the last survey question asked, as a part of the online community, 
which of these factors do you feel to be important in order to increase his/her 
brand?. This question wanted to find out the importance of certain actions in an 
online community that fans feel in order to increase a player’s brand loyalty. The 
answer options were, hyping about the player, support the player financially, 
following him/her on social media, and sharing the player's social media content 
and the scaling was from very unimportant to very important. According to the 
survey results, the neutral option got the highest vote numbers in every question. 
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However, sharing the player's social media content and following him/her on 
social media got the highest very pleased votes, with 13,95%. According to the 
results, respondents think that every aspect related to this survey question is 
somehow important and it shows that in an online community it is more important 
to do something than doing nothing for increasing his/her brand. The figure for 
the question is shown below (figure 15). 
 
 
(Figure 15, As a part of the online community, which of these factors do you feel 
to be important in order to increase his/her brand? Sami Tarkiainen, 2020)  
5 DISCUSSION AND ANALYSIS  
This section discusses more of the literature sections and also explains, 
analyses, and gives more depth for all the findings that were mentioned in the 
previous findings section. This section also discusses more how the survey 
succeeded in answering all the three research questions. Also, what interesting 
findings discovered during the process, such as, how the fans act in an online 
community and how much people are spending their time per week watching 
eSports and the different factors which will have either positive or negative effects 
on the following.   
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To start with the first research question, how the eSports players fans engage in 
the online community, aimed to find out how loyal and engaged the eSports fans 
are toward the online community. This research question was resolved with the 
results from the survey, but also from the support of the secondary data, such as 
other surveys related to this topic. To get a better and deeper answer for that 
research question, the survey findings were divided into two different sections, 
fans engaging in online communities and weekly consumption for watching 
eSports. It was interesting to notice how much time respondents in average use 
for watching eSports and what are the main platforms they use. According to the 
survey results, respondents on average use 1-10 hours per week for watching 
eSports, which is much lower than expected. As mentioned earlier, Robert E. 
Kraut et al (2004) in their survey studied the average hours played per week and 
the highest figure was 15-21 hours. Although, these are only two separate 
studies, we can assume that people spend more time playing games than 
watching streams. That also could be one of the reasons the average time of this 
survey was low. Also, that result may be related to the age range as well, which 
we also found in the survey. Most of the survey respondents, were 18-30 years 
old, 90,70%,  which could have an impact on the survey results. If the age group 
would have lower, for example, 13-17 years old, the results would have been 
different, assuming that they have more free-time than older people, who have 
more responsibilities. What comes to the main platforms fans use for following 
their favorite streamer, the results were as expected. All in all, from the results of 
the research and by other secondary data, it seems like eSports fans are 
averagely spend 1-10 hours per week by watching streams and most likely using 
either Twitch or YouTube gaming platform.  
The second research question, “How the online community drives brand loyalty” 
was mainly answered with the results from the survey, but also by using 
secondary data. The survey included three separate questions related to this 
issue, for getting a better understanding of that research question. Those survey 
questions were questions 4,5 and 9. Since questions 4 and 5 were almost 
identical and because question 4 gave the results for both of the question section, 
question 5 is completely ignored in this part. In the survey, when asked for 
different factors players make during the stream and would it be either a positive 
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or negative effect on the following, the results showed that almost all the actions 
have more positive than negative effects toward fans. The only exception was 
opening about personal stuff on a video got more negative than positive votes. 
What is also interesting to notice that the number of videos per week is somehow 
irrelevant. It got the most neutral votes and almost even a number of positive and 
negative votes. On the other hand, talent and personality play the most major role 
in streaming in a positive manner. According to the survey results, fans like to 
see content where the streamer is talented, owns a personality, takes the 
audience into consideration, and does not talk too personal stuff on a video. 
However, because some of the answers alternations are subjective, such as 
personality, the results can bee too superficial and do not give accurate results. 
As mentioned before, almost all factors had more positive than negative effects 
on fans. The similar results got also when asking different actions players make 
and what feelings it causes in fans. The 9th survey question results showed that, 
personal engagement between the audience during the stream, creating 
conversation during the stream, the language they use, and showing emotions 
have positive effects for fans. When looking at the results of this section from a 
big-picture, it clearly shows that gaming streams give positive and good feelings 
for watchers and people clearly enjoy doing it. It would be interesting to see the 
reason it makes them feel so good, but that’s not relevant for this study.  
The last research question, how the online community drives brand loyalty was 
partly answered from the results from the survey, questions 6, 8, and 10, but 
mainly by getting a secondary data from other studies and articles. In survey 
question 6, was asked the fans loyalty for their favorite player and by in this care, 
loyalty can be anything between financial support or just by supporting him/her 
on social media. it was interesting to notice, that only 13,95% of all the 
respondents claimed to be very loyal to their favorite player. 32,56% are 
somewhat loyal and 30,23% are not loyal at all. According to those results, it can 
be stated that it is difficult for players to get brand loyalty from their fans. The 
survey was also asked that why the respondents use their main channel and the 
highest votes got convenient to use, with 48,84% of all votes. The second highest 
was friends are using the same channel, the third was other channel users and 
the fourth was because of certain players. The lastly mentioned reason was 
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interestingly low. That could be so low because, according to this survey study 
and other studies, Twitch and YouTube, are the most used gaming streaming 
channels and most of the players are using either one or both of them, which 
means fans’ don’t have to think what platform to use, because they know where 
to find their favorite player. Instead, they’re using the platform which is more 
convenient to use and what their friends and other channel users are also using. 
As also mentioned in this paper, according to Robert E. Kraut et al (2004) study, 
inside an online community, other channel users are important. For example, they 
can make long-last friendships and have someone to talk with. The tenth and the 
last survey question asked, as a part of the online community, which of these 
factors respondents feel to be important in order to increase his/her brand? 
According to the results, all the factors seemed to be more important than 
unimportant for the respondents. The most important factors were following and 
supporting social media. The effectiveness of social media has also been 
discussed earlier in this paper. According to these results, it can be stated that 
social media plays a major role in order to increase the player’s brand loyalty. 
This same has also stated Michel et al (2012) when they’ve stated that marketers 
play a major role in enhancing brand trust and loyalty by creating and improving 
brand communities based on social media. 
5.1 Limitations of the study 
When implementing the research which was used in this study contains three 
limitations that should be mentioned. First, the number of respondents in the 
survey was quite small (43). Getting answers turned out to be more difficult than 
expected, even though the survey was shared in different gaming channels on 
Facebook and among the Metropolia University of Applied Sciences students 
with a good amount of time, the answer numbers stayed low. That definitely would 
have an impact on the total results. With a larger number of respondents, the 
results would be more accurate, and the deeper analyses could have been done. 
With this number of answers, the results are more superficial than fact. Secondly, 
some of the survey questions weren’t accurate enough to get the full and deep 
answer to the research question. Third, the age group of all the respondents 
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weren’t divided, which could also have impacted the total results. Like mentioned 
before, the survey’s age group was mostly 18-30 years old (90,70% of all the 
respondents). There were zero 13-17 years old respondents, which would give a 
different perspective of the answer results than now. All in all, even though there 
were limitations of this survey and because of the number of the respondents, it’s 
a bit superficial, its results are noteworthy and indicative. 
Since eSports is a quite new phenomenon and not yet much studied, it could be 
studied more. Especially from a brand loyalty perspective and how it differs from 
other sports. Like mentioned before, this study was indicative, but it has 
limitations and therefore this area should be studied more. One good suggestion 
of future studies is to make a more precise survey related to this topic that gets 
more answers to get a better and deeper understanding and analysis.  
6 CONCLUSION 
This last section concludes together all the major results that were received from 
the research and also, suggestions for future research.  
According to the results of this paper, the behavior of the fans in the online 
community is divided into different segments, where fans are either loyal, 
somehow loyal, or not loyal to their favorite players. The behavior of the 
streamers seems like having a major role in getting either positive or negative 
feedback from the fans. Even though every behavior-factor studied in the survey 
showed to give more positive than negative results, players should keep in mind 
that behavior matters while streaming. By owning more positive effects the 
players more likely to get more followers and fans, which in turn increases the 
player’s brand. There are two main platforms that fans are using when watching 
gaming streams and which streamers should use because of the popularity, 
Twitch, and YouTube gaming. Also, because the results showed that the fans are 
most likely supporting players via social media, for example, following and 
sharing content, every player should own social media accounts in order to ease 
this process.  
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6.1 Future research suggestions 
Since eSports is a quite new phenomenon and not yet much studied, it could be 
studied more. Especially from a brand loyalty perspective and how it differs from 
other sports. Like mentioned before, this study was indicative, but it has 
limitations and therefore this area should be studied more. One good suggestion 
of future studies is to make a more precise survey related to this topic that gets 
more answers to get a better and deeper understanding and analysis.  
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